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Abstract
Marketing is the action or business of promoting and selling products or services, 
including market research and advertising. It is the activity, set of institutions, and 
processes for creating, communicating, delivering, and exchanging offerings that 
have value for customers, clients, partners, and society at large. Businesses use 
various marketing tools to communicate company information, stimulate customer 
interest and motivate action. An integrated marketing approach applies several 
tactics to engage customers and build business. Such as Traditional media, Digital 
media, Social media, Promotional items.

Social media marketing is a subset of digital media marketing. However, the goal of 
social media marketing tools is to develop an interactive, online relationship with the 
customer rather than to mine covertly for customer data. Specific examples of social 
media marketing tools include blogging, tweeting, posting, sharing, networking, 
pinning, bookmarking, media sharing and commenting on social media websites 
such as Twitter, Facebook, LinkedIn, Pinterest, Reddit and YouTube. Social media 
marketing level the playing field for small companies and individual entrepreneurs 
by offering low-cost tools with potentially high returns. 

This paper talks about how social media can be used as a marketing tool. Right from 
describing the various forms of social media, it touches upon the different methods 
by which social media are engaged with by a marketer. The tasks of creating 
awareness, generating interest, encouraging action, resulting in purchase, and 
doing brand advocacy are all covered. There is also a section on how the marketer 
can evaluate the effectiveness of these social media options both in comparison with 
traditional media as well as in isolation.

Introduction
 In today’s technology-driven world, social networking sites 
have become an avenue where retailers can extend their marketing 
campaigns to a wider range of consumers. Defines social media 
marketing as a “connection between brands and consumers, offering 
a personal channel and currency for user-centered networking and 
social interaction.” The tools and approaches for communicating 
with customers have changed greatly with the emergence of social 
media; therefore, businesses must learn how to use social media 
in a way that is consistent with their business plan. Social media 
is becoming an integral part of life online as social websites and 
applications proliferate. Most traditional online media include social 
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components, such as comment fields for users. In business, social media is used to market products, 
promote brands, connect to current customers and foster new business.

Technology and Its Impact on Business
 Over the past 40 years, there has been a radical shift in how business is conducted and how 
people cooperate. The preface of private computers, the Internet, and e-commerce have had a 
great impact on how businesses function and promote. The preface of social media technology is 
accelerating and it can expect it to have a similar impact on businesses now and into the prospect. 
As new technologies become existing, business that learns to use innovative technologies increase 
great reimbursement. Some of the best-known examples include technology-driven companies 
such as Microsoft, eBay, Amazon and Google. Finally’ the explosive growth of the smart phone 
market and mobile computing is affecting the strategy, as social media connectivity is becoming 
easier and is helping social media glow even faster.

The Social Consumer Decision Journey
 Companies have quickly learned that social media works: 39 percent of companies surveyed by 
McKinsey Quarterly use social-media services as their primary digital tool to reach customers, and 
that proportion is probable to increase to 47 percent within the next four years. Fuel this growth is 
a growing list of success stories from majority companies:
 Creating buzz: Eighteen months before Ford re-entered the US subcompact-car market with 
its Fiesta model, it began a broad promotion movement called theFiesta Movement. A major part 
involved giving 100 social-media influencers a European model of the car, having them whole 
“missions” and ask them to paper their practice on a selection of social channels. Videos related to 
the Fiesta campaign generated 6.5 million views on YouTube, and Ford received 50,000 requests 
for information about the vehicle, mostly from non-Ford drivers. When it finally became available 
to the public, in late 2010, some 10,000 cars sold in the first six days. 
 Learning from customers: PepsiCo has used social networks to collect customer insight via 
its DEW McCray promotions, which have led to the making of new variety of its Mountain 
Dew brand. Since 2008, the company has sold more than 36 million cases of them.  Targeting 
customers: Levi Strauss has used social media to offer location-specific deals. In one instance, 
direct interactions with just 400 consumers led 1,600 people to turn up at the company’s stores- an 
example of social media’s word-of-mouth effect. The number of companies with Facebook pages, 
Twitter feeds, or online communities continue to grow. Marketing primary objective is to reach 
consumers at the moments, or touch points, that influence their purchasing behavior. Social media 
is a exclusive component of the consumer decision journey: it’s the only form of marketing that can 
finger consumers at each and every stage, from when they’re pondering brands and products right 
through the period after a purchase, as their experience influences the brands they prefer and their 
potential advocacy influences others

Social Networks
 As the World Wide Web grew in popularity, social networking moved to web-based applications. 
The first wave was built for specific functions or audiences. In 1995, Classmates.com and Match.
com were created; both remained fairly popular sites in their niche. In 1999, more targeted networks 
were launched. The modern era of social networks began in 2002 when Jonathan Abram’s launched 
Friendster. In 2003, Intermix Media developed the social network, MySpace. It duplicated the core 
functionality of Friendster. Initially powered by Intermix Media’s large mailing lists, MySpace 
quickly became a leader among social networking sites. In October 2003, Mark Zuckerberg went 
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on to create the Facebook, a social network that began as an exclusive site for Harvard Students. 
Finally, in 2006, anyone with an e-mail id can sign up. Sometime between 2008 and 2009, Facebook 
overtook MySpace. Facebook would be a natural fit for internet marketing. How would a marketer 
take advantage? Some ways may include: 
•  Establishing and enhancing the brand image.
•  Establishing and enhancing the company’s authority in the market, a thought leader.
•  Using the network for market research (opinions and viewpoints, good for surveys).
•  Creating a Facebook group of people of similar interest.

Great for Networking
Targeted Advertising 
 According to the Wall Street Journal, Facebook is working on a system to allow targeted 
advertising to specific networks of people with similar interest. Social-networking Web site 
Facebook Inc. is quietly working on a new advertising system that would let marketers target users 
with ads based on the massive amounts of information people reveal on the site about themselves. 
Eventually, it hopes to refine the system to allow it to predict what products and services users 
might be interested in even before they have specifically mentioned an area. 
 EBay’s Group Gifts service, employs Facebook platform technology. To use Group Gifts, users 
log in with their Facebook credentials, which loads up the list of their Facebook friends? The 
user can then choose the friend for whom she wants to get a gift and then proceed to look for 
an appropriate item. The site can offer generic gifts, but a savvy user can ask the application to 
look at the gift recipient’s list of Likes on Facebook and recommend a set of items that match the 
recipient’s interests. Once the gift is chosen, the user can decide how much to contribute herself 
and how much to leave for others to chip in. Then, she can automatically post a status update on 
Facebook that alerts others that they can contribute to that gift. When these friends see the update, 
they can click on it to go to the Group Gifts site and add their contributions. Once the sum of all 
contributions equals the purchase price of the gift, the transaction is executed and the recipient 
receives the gift, a list of all the friends who contributed to it, and brief notes from them.
 It is truly social. It overcomes some real off-line difficulties related to group gift giving - like 
having to solicit people directly and risking embarrassment when you ask someone to contribute 
who does not want to do so. The online application simply puts it out there for people to contribute 
if they wish. Also, it seeks to strengthen relationships between friends. It also has real strategic 
benefits for eBay. The company can sell a greater volume of more expensive items. And since 
individuals are, in essence, advertising the service to their friends, it lowers eBay’s cost of acquiring 
customers. In other words, this kind of social strategy produces a win-win for Facebook users and 
a company.

Using Facebook to Capture Customers
 A central tenet of retailing is to put stores near customers. Now that 600 million potential 
customers are on Facebook, retailers are flocking to the site and aggressively experimenting with 
new communication strategies. Here are five ways they’re connecting with customers on Facebook.

Promotions
 For retailers, the key is to treat “fans” differently than other customers by providing special access 
to offers and information. Using Facebook as a one-way communications channel is a baby step, 
but broadcasting deals already found in other channels isn’t a particularly effective engagement 
model. A smarter approach is to reward fans by, for instance, providing Facebook-only discounts 
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and sneak peeks at upcoming products. Participatory promotions are particularly effective as they 
add excitement to online purchasing and an incentive for customers to invite other friends. For 
example, Lowes ran a Black Friday campaign on Facebook in which it offered a limited number of  
items at ridiculously low prices for fans only. Most discounts were in the range of 90% and were 
limited to the first 100 people to check out with the item at lowes.com. Not only did this engage 
existing customers, but it drove new customers to “like” Lowes’ Facebook page, allowing Lowes 
to post future deals-on their newsfeeds. 

Crowd sourcing
 Wal-Mart and Gap have used crowdsourcing tactics on Facebook, inviting large groups to 
participate in shaping an offer or strategy. The Wal-Mart Crowd Savers program, for example, 
offers a potential deal to Facebook fans that is only activated if enough fans “like” the promotion 
- in effect, joining together to reach a goal - much like Groupon’s model. Similarly, last year Gap 
asked its Facebook fans to comment on its new logo design. After a barrage of negative feedback 
from fans, Gap invited them to submit their designs. Responding to customers’ outcry, the retailer 
ultimately restored its original logo.

Check-ins
 Mobile-device check-ins is a popular way to electronically announce the arrival at a location. 
This has enormous potential value for retailers who, if they identify customers at all, typically don’t 
do it until checkout, at which point it’s too late to influence a purchase. Facebook Deals enables 
retailers to provide electronic coupons and loyalty points when customers check in at arrival, 
increasing store traffic and sales, and giving retailers a clearer picture of their customers’ behavior. 
Last year REI drove traffic to its stores by offering $1 donations to charity for every check-in, with 
a ceiling of $100,000. American Eagle has offered 20% discounts to customers who check into its 
stores.

Games
 Games like Farmville and Mafia Wars hosted on Facebook are immensely successful, creating 
an ideal opportunity for retailers to do something they know well: marry entertainment and 
merchandising. Last summer 7-Eleven partnered with game-maker Zynga to extend social games 
into the physical world. Items such as Slurpees and Big Gilps were branded with Farmville, Mafia 
Wars and YoVille designs that had redemption codes for in-game rewards. Meanwhile, teen-
fashion retailer Wet Seal has been developing its own Facebook game, Chic Boutique. The retailer 
is hoping customers will compete with each other online to design outfits compiled from items in 
its catalog, increasing awareness of Wet Seal’s offerings and driving sales.

Social Shopping
 The most obvious use of Facebook is also the most elusive - to create more than just an 
e-commerce store within a Facebook frame. Over the past two years, several retailers have made 
it possible for customers to browse a subset of products on the company’s Facebook page, but 
they usually rely on their e-commerce site to complete the transaction. This is a step in the right 
direction, but to take real advantage of Facebook, retailers must make it easier for people on the site 
to communicate with each other about products, promotions’ and reviews, and seamlessly make 
purchases.
 To that end, JCPenney recently opened a storefront on Facebook containing its entire catalog 
of products. The UK retailer ASOS quickly followed suit. Facebook is testing a Buy-with-Friends 
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program’ currently limited to virtual goods, that publishes users’ purchases on friends’ newsfeeds 
and, by offering discounts, encourages those friends to make the same purchase. All companies, 
not just retailers, should be using social media like Facebook to listen to what customer are saying 
about their products and brand; attract them by using promotions, contests, and games; and involve 
them to keep them loyal and take advantage of the power of influential. These are the early days, 
and while it’s uncertain what will work best, it’s likely that retailers that don’t experiment with 
social commerce will find their customers defecting to those that do. 

Media Sharing Sites
 Media sharing sites allow you to upload your photos, videos and audio to a website that can be 
accessed from anywhere in the world. Most services have additional social features such as profiles, 
commenting, etc. The most popular by far are YouTube (videos) and Flickr (pictures). Whether it’s 
Pinterest, Instagram, Flickr or one of the many photo sharing sites popping up online, image-driven 
social media networks and sites are a great resource for B2B companies. Online marketing doesn’t 
just consist of Facebook, PPC efforts, and banners. Online marketing is about providing current 
and potential customers with interesting, informative content. This includes images. Because many 
photo sharing sites are free, a business’s biggest investment is time. B2B companies can truly 
benefit from having corporate accounts on a number of these photo sharing sites.

Social Bookmarking and Voting Sites
 Social bookmarking sites are a popular way to store, classify, share and search links through 
the practice of folksonomy (an Internet-based information retrieval methodology consisting of 
collaboratively generated, open-ended labels that categorize content such as Web pages, online 
photographs, and Web links) techniques on the 
 Internet. Social Bookmarking is a technique that is explained as organizing and maintaining 
resourceful bookmarks online. The method began in April 1996 when the website itList was 
launched giving users the capability of having public or private bookmarks. Over the next few 
years, online bookmark services began to go head to head with each other and the industry became 
very competitive with venture-backed institutions such as Hotlinks, Click Marks, Clip2, Blink and 
Backflip amongst others entering the marketplace.
 In 2003, Delicious was formed and pioneered a term called ‘tagging’ which allowed users to 
search for bookmarked items by a keyword; Delicious also coined the phrase ‘Social Bookmarking.’ 
Social bookmarking is a very useful way to access a compiled list of bookmarks from a variety of 
computers, manage a large amount of bookmarks and share the bookmarks with contacts. Many 
bookmarking sites have implemented a voting system where users are encouraged to indicate 
bookmarks that they found to be interesting or of use. As a bookmark receives more votes its 
visibility increases on the website which in turn generates more and more votes.

Social Media Statistics Facebook
1.  There are now more than 800 million active Facebook users, with more than 200 million 

added in 2011.
2.   B2C Facebook results are 30% above average on Sundays. (Convince & Converts)
3.  Nearly every charity and University in America is on Facebook. Less than 60% of the fortune 

500 are. (Grow)
4.  The average Facebook user has 130 friends and is connected to 80 pages, events and groups. 

(Social Media Examiner) 
5.  95%  of  Facebook wall posts are not answered by brands (Facebook).
6.   Auto-posting to Face-book decreases likes and comments by 70%.(inside Facebook)
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7.  When it comes to liking brands on Facebook, the reasons are varied, but for the most part, 
respondents said they “Like” a brand on Facebook because they are a customer(58%) or 
because they went to receive discounts and promotions(57%). (Mashable)

8.  77% of consumers said they interact with brands on Facebook primarily through reading 
posts and updates from the brands…(Mashabke) 

9.  17% of respondents said they interact with brands by sharing experiences and news stories 
with others about the brand and only 13% of respondents said they post updates about brands 
that they like (Mashabke) 

10. 56% of consumers said they are more likely to recommend a brand to a friend after becoming 
a fan on Facebook (Mashable).

Conclusion
 Social media being a inevitable part of everybody’s day to day routine life has backed its 
importance in the field of business also. Marketing being the key element of business has been 
made interesting and easier through Social Media. Social media has now become the fastest and 
the most personalized medium to interact with the huge mass of consumer population out there. 
Majority of the population today spend almost 70% of their day with social media and this has 
made it very easy for the marketing agencies to present their products in front of the consumers and 
also to spot the potential consumer population. The pop-up pictures and advertisements that we get 
to see almost every other second in our daily life through various social media platforms are having 
a huge influence on our life choices.
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